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Figure S.1. The average SCL graph for the negative advertisement condition (n = 11). 
 
 
 
Figure S.2. The average SCL graph for the positive advertisement condition (n = 9). 
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Method 
Participants. 
Fifteen females (Mage = 21.13, SD = 2.34; age range: 17.05 to 24.09) and five males (Mage = 20.63, 
SD = 2.89; age range: 18.00 to 25.02) took part in this study. An independent groups t-test revealed that there 
were no significant differences between the mean ages of males and females, t(18) = -0.39, p = .700, 95% CI [-
3.18, 2.18] and as such, data were analysed on the whole sample. For those five participants who were excluded 
from the study as a result of technical problems and/or no driving data between the pre- and post-measures, four 
received partial course group for their participation and one received an AUS$50 gift card. 
Results 
Manipulation checks 
Message manipulation check. After reviewing the respective advertisement, participants were asked 
to describe the main message of the advertisement in a few words. For the positive advertisement, participants 
mostly used the following words to describe the advertisement, “a lot of drivers treat the road as a race, but it 
would be more enjoyable if they were to take it slowly”, “slow down and enjoy the ride, there’s no point in 
speeding”, and “speeding is unsafe and unnecessary. It is better to get somewhere safely then get there quickly.” 
In turn, most participants in the negative condition tended to use the following words to describe the negative 
advertisement, “speeding is dangerous and will cause car accident”, “... the advertisement was highlighting the 
risk associated with speeding, specifically when speeding around corners”, and “don’t speed particularly on 
corners, because there is less room for error.” These responses indicated that participants attended to the main 
message(s) conveyed in the advertisement and had detected the true negative and positive focus of the 
respective advertisements. 
Driving behaviour. Two independent groups t-tests were performed to asses any potential driving 
differences between participants allocated to the negative and positive advertisement conditions. The finding 
revealed that there were no significant differences in the total number of driving days between those who 
viewed the negative (M = 5.45, SD = 1.29) and positive (M = 5.78, SD = 0.97) advertisements, t(18) = -0.94, p = 
.362, 95% CI [-221.54, 85.01]. Similarly, there were no significant differences in total driving time (in minutes) 
between participants who viewed the negative (M = 368.45, SD = 180.46) and positive (M = 436.71, SD = 
136.29) advertisements, t(18) = -0.94, p = .362, 95% CI [-1.42, 0.77]. 
Advertisement baseline checks. To check if pre-existing group differences (i.e., age, gender, licence 
status, and education) existed between participants exposed to the negative advertisement and participants 
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exposed to the positive advertisement, a series of chi-square frequency tests and an independent groups t-test 
were conducted. The results revealed that there were no significant differences between the advertisement 
groups on gender, χ2 (1) = 0.07, p = .795, licence status, χ2 (2) = 0.28, p = .870, and education, χ2 (3) = 6.15, p = 
.105 (see Table S1 for frequency data). Further, the independent groups t-test showed that there were no 
significant differences in mean age between those individuals who viewed the negative advertisement (M = 
20.51, SD = 2.34) and those individuals who viewed the positive advertisement (M = 21.62, SD = 2.50), t(18) = 
-1.03, p = .319, 95% CI [-3.39, 1.17]. Thus, it was concluded that there were no pre-existing group differences 
on the demographic data that could have potentially influenced the current findings. 
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Table S1 
Frequency Demographic Scores by Advertisement Condition 
Demographic variable Negative Advertisement 
(n = 11) 
Positive Advertisement 
(n = 9) 
Gender   
    Male 3 2 
    Female 8 7 
Licence Status   
    Provisional 1 2 1 
    Provisional 2 4 3 
    Open 5 5 
Education level   
    Less than year 10 0 0 
    Year 10 Cert 0 0 
    Year 12 Cert 6 3 
   Completed TAFE course 5 2 
   Completed undergraduate university 0 3 
   Completed university postgrad 0 1 
  Completed other trade qualification  0 0 
 
